The adoption of Social Media as part of organizational processes has been explosive during the last years. While decisions related to the adoptions of such technologies seem to be taken under competitive pressure there is little known as to the management attitudes and perceptions in the use of these technologies. The purpose of this article is to study factors affecting the acceptance of Social Media as a business strategy by Spanish retailers. A model that explains the adoption of Social Media tools has been created, on the basis of a technology acceptance model by adding the perceived strategic value, generating an extended model useful for academics and practitioners. The results confirm the central role played by the perceived ease of use of Web 2.0 in the process of its adoption as a business tool.
Introduction
The term Social Media refers to online applications allowing not only peer-to-peer communication and interaction but also allowing the creation, review, editing and dissemination of User-Generated Content (UGC). The Social Media is the backbone of what is widely known as Web 2.0 [56] namely the current stage of interactive Internet (from 2005 to today). During the previous stage of the Internet (Informational Internet or Web 1.0), the online content creation was the privilege of organizations owing and controlling the online applications, the web sites. Corporate web sites presented businesses and organizations in general with a new way to connect with their customers and customers had a new tool available for accessing remote markets, even on a global scale. First generation (or Web 1.0) web sites were pursuing various objectives: informational, promotional, relational or transactional [11] but interaction with the users was limited; in this broadcasting stage of the web [19] the online customers or users were simple content consumers [14] . New technologies developed during the 90s and the first years of the 21st century presented the public with new opportunities to easily find and use online applications allowing the creation of online profiles, customized personal web sites, online networking with peers and most importantly allowing to the creation, review, editing and dissemination of content [10] . The combination of UGC and the large scale adoption of Web 2.0 applications (commonly called Social Media) has brought about a revolution not only in the way people communicate but also in the way customers make decisions on purchasing or using products and services. Social Media applications take a variety of forms and present users with a range of options for creating and exchanging content: Blogs, social networking sites, online communities, online games, video and photo sharing sites, podcasting and online collaborating tools are some of the well-known types of Social Media. In many studies the terms Web 2.0 and Social Media are used interchangeably but in this article we refer to Social Media as Web 2.0 applications rather than as Web 2.0.
Online Peer-to-Peer collaboration by means of social media connections resulted unique in the evolution of marketing customer empowerment; marketers responded by adopting social media based marketing tactics. The transformation of the marketing practice as a result of the Social Media phenomenon is already an interesting and evolving research issue [40] . In particular the social networking sites like Facebook, LinkedIn, Twitter and Google+ and online communities like YouTube, Flickr, Wikipedia, Digg and Delicious attract increasingly attracts research interest [6] , [27] , [47] .
Yet despite the increasing research attention, the adoption criteria and motives for adoption of social media as marketing tools is an issue that so far has attracted less academic attention. This study aims at filling part of this research gap by testing the aptitude of the Technology Acceptance Model (TAM), with the dimension of perceived strategic value added to it, to explain the adoption of Social Media applications as part of the marketing toolbox of retailers and identify the main parameters influencing the adoption process. The study can also serve as a model for explaining the adoption of Social Media strategies by other branches or industries. The purpose of this research is also to identify the Social Business Readiness within the particular industry in Spain, a country with very high penetration of social networking sites. According to a study of ComScore Inc (Site 1), Spain is the country with the highest reach of social networking sites in Europe among Internet users (98.2%). Practical implications are discussed; the findings offer companies new perspectives on the issue and identify ways that Social Media could be engaged as channels of information and communication as part of the marketing management process.
Social Media as Marketing Tools
Based on the short history of this field, it is relevant to point out that the Social Media was presented to the world with new forms of peer-to-peer communication; although with more importance, this new technology prompted a unique market power migration. For the first time in the commercial history, producers of products and services were not any more the party in control of the communication process. Traditional mass communication channels like television, radio, press and even direct channels like mailing and telemarketing begun losing ground in a rhythm that was controlling both the medium and content the empowered consumer took over the wheel of the commercial process. The Social Media based customer empowerment has radically changed the way people make purchasing decisions [13] and gave a serious blow to the power and practice of the traditional marketing [5] , [37] , [73] .
Marketers became aware of the customer empowerment danger [72] and the power shift to the direction of the consumer [19] ; retailers quickly devised ways of engaging the Social Media as part of their marketing strategy [12] , [37] , [51] .
The growing research interest in this area is justified. The Social Media adoption is characterized by the online public staggering levels of hundreds of millions of people worldwide having adopted them as part of their daily life [67] , and also as part of their total shopping experience. A report of ACL and Nielsen Online in April 2011 (Site 2) states that 27 million pieces of online content are shared daily in the US while 60% of these messages specifically mention a brand or product name. In the same report we read also that 89% of Internet users use social networking sites to share content. Message boards and blogs were also found to be an important media for sharing content with friends, family, colleagues and the public. Regarding the adoption of Social Media as marketing tools, a study of eMarketer The high adoption rates of the Social Media by the public and businesses justify particular interest in the adoption process and in particular on the motives of businesses to adopt these as part of their organizational strategy with emphasis on marketing-related activities. [54] offered a detailed view on the dynamics of Social Network and Content Sharing services, showing how the revenue strategies are tightly linked to the technological delivery channel. This area is becoming even more interesting given the continuous developments and evolution of the behavioral and technology domains. The fast public adoption of mobile Internet terminals like smartphones and tablets means that users have by now ubiquitous connectivity and access to their social networks on a permanent basis [54] , [67] .
Online social contacts and content creation in the Social Media domain play an important role in the decision making process of customers and as mentioned earlier the commercial adoption of Social Media marketing strategies follows an increasing curve. Traditional retailing firms observe an increasing turnover from their online activities, often at the cost of their traditional ones; this fact is not reflected only in changing revenue sources but also on shifting marketing budgets from traditional to online media.
The adoption process of online commerce by the users is an issue that has been extensively discussed in the literature. In many studies the adoption process is explained as technology adoption by means of the Technology Adoption Model (TAM) [16] .
Nevertheless, from an offer perspective, the literature about the Social Media adoption by online retailers is slower. In retailing sector, the functionality of a website design [24] , [26] determines significantly both user perceptions and behaviors [3] , [50] , [53] . In fact, the motives of consumers to adopt social technologies are also an issue of increasing research focuses [46] .
Technology Acceptance Model and Perceived Strategic Value in a Social Media Context: The ETAM Approach
In the last twenty years, several researchers have focused on identifying variables that influence the acceptance behavior of Information and Communication Technologies (ICT), by developing and testing different theoretical models and proposals. The TAM, introduced by [16] - [17] , is one of the most widely accepted approaches to explain the adoption of any technology [20] , [39] , [44] , [52] , [75] - [76] . This model suggests that perceived usefulness and ease of use are the main beliefs about a new technology that influence the attitude towards their use and predict the intentions to use and adopt this technology; the TAM is the most widely used theoretical concept in this area.
The main TAM constructs [16] are the attitude, perceived usefulness and ease of use. According to [25] , the attitude is "a learned predisposition to respond favorably or unfavorably toward something" (p. 216). Perceived usefulness is defined as "the degree to which a person believes that using a particular system would enhance his or her job performance" [16] p. 320. The other factor in TAM model is the perceived ease of use, which refers to "the degree to which a person believes that using a particular system would be free of effort" [16] p. 320.
The TAM approach is flexible enough to be extended by including other variables which help explain the acceptance and have not been incorporated into the original model [22] , [31] , [35] , [38] - [39] , [43] , [75] . So, it is possible to incorporate additional constructs such as perceived strategic value as in our research, since it is an important variable. Strategic value is the summation of perceived benefits from (Social Media) minus the summation of perceived cost over a period of time [41] . In the literature review has been demonstrated that perceived strategic value influence on the adoption of technologies (e.g. [32] ). So, the version Extended of TAM (ETAM) approach is analyzed in this study.
Research Hypotheses Concerning the ETAM Analysis
TAM model analyzes the relationship between attitude and intention to use an online system. It has been used by various researchers in different contexts: Adoption of information technology and information systems, Web, ecommerce, e-mail, and the relevant for our study, some Web 2.0 tools. A strong and widespread positive effect of the attitude on the intention to use has been obtained in different previous studies [52] , [76] . It leads us to think that the same mechanics will operate in the relationship between attitude and intention to use Web 2.0 tools by companies. Then:
H1. The attitude toward Web 2.0 tools has a positive and significant effect on the intention to use these applications.
According to [7] , the ease of use has a double impact on the attitude, because of self-efficacy and instrumentality. The efficiency or effectiveness is one of the factors of intrinsic motivation for a person [4] . Therefore this effect of the ease of use is directly related to the attitude. On the other hand, the ease of use can also be instrumental, contributing to increase the performance. This increase means less effort, thanks to the ease of use, allowing more work to get done with the same effort. This instrumental effect on the attitude occurs via perceived usefulness, as the original TAM model postulates [7] . Furthermore, this effect has been amply demonstrated in empirical studies [16] - [17] , [45] , [58] , [63] , [69] , [75] , [77] . Therefore, we propose the following hypotheses.
H2. The perceived ease of use of Web 2.0 tools has a positive and significant effect on the attitude toward these applications.
H3. The perceived ease of use of Web 2.0 tools has a positive and significant effect on the perceived usefulness of using them.
Davis [16] suggests an indirect relationship between perceived ease of use and the intention to use, mediated by the perceived usefulness. In addition, several studies confirm this indirect relationship [17] , [38] , [70] . However, recent empirical studies have found that perceived ease of use has a positive and significant effect on the intention to use, defined as wish to use [42] , [58] - [59] , [75] . When the interaction with the technology is easier, the feeling of efficiency by the user should be greater and hence the intention to use it should be greater [75] . Based on the theoretical assumption, we propose the following hypothesis:
H4. The perceived ease of use of Web 2.0 tools has a positive and significant effect on the intention to use them.
Some TAM-based studies have included the current use of technology [16] , [64] and others have introduced the concept of intention to use [48] . Other authors have introduced both concepts, and suggest a causal relationship between them [17] , [64] - [65] , [69] . In this line, we have introduced both final variables, as we believe that the intention to use variable acts as mediator between the effect exerted by the perceptions (ease of use and perceived usefulness) and final use. Therefore, we propose the following hypothesis:
H5. The intention to use Web 2.0 tools has a positive and significant effect on the final use of these applications.
In the TAM, the ease of use and the perceived usefulness are considered beliefs that are postulated a priori, and they are considered constructs which determine the attitude [17] . This assertion is based on a pillar of the Theory of Reasoned Action (TRA) arguing that attitudes toward a behavior are influenced by relevant beliefs [25] , [16] - [17] . Furthermore, there is empirical evidence of these relationships [17] , [63] , [66] , [75] , [77] . Therefore, we propose the following hypothesis:
H6. The perceived usefulness of Web 2.0 tools has a positive and significant effect on the attitude toward these applications.
In the TAM the perceived usefulness directly affects to the use through the intention to use. [17] argue that although the direct effect of a belief (i.e. the perceived usefulness) on the intention to use is contrary to the premises of the TRA, studies provide the theoretical justification, as well as empirical evidence of direct links between perceived usefulness and intention to use [17] , [45] , [58] , [69] . Furthermore, [44] indicate that the relationship between the perceived usefulness and intention to use in the context of the TAM is statistically supported, since there are 74 studies that show a significant relationship between both variables.
The relationship between perceived usefulness and intention to use is based on the idea that people create their intentions toward the use thinking about how to improve the performance of their work, beyond the positive or negative feelings that may have toward their own use (attitude). The reason is that companies will use this innovation (in our case any Web 2.0 tool), only if they perceive that the use will help them achieve their goals. Therefore, we propose the seventh hypothesis:
H7. The perceived usefulness of Web 2.0 tools has a positive and significant effect on the intention to use them.
According with [57] , Diffusion of Innovation theory suggests that individuals or decision makers within an organization will evaluate an innovation's characteristics (relative advantage, compatibility, complexity, trainability, and observation) and their perception of these characteristics will determine whether that individual or organization will adopt this innovation [23] . Perceptions also influence behavioral intentions of individuals [17] . Results from prior research involving such a causal link suggest a strong and positive connection between managers' favorable perceptions of other types of IT and adoption [36] . In the case of an organization, strategic value can be determined by a summation of perceived benefits minus a summation of perceived costs over a period of time [57] .
Support for the causal link between perceptions of strategic value and adoption comes from different studies that associate individual perceptions and behavior [32] . [32] , [62] demonstrated that the perceived strategic value of ecommerce influences managers' attitudes toward e-commerce adoption. When a new technology has a high strategic value to the firm, thus ensuring adequate investment support and management attention on the part of the firm [74] , and thus more intention to use. Then, we propose the following hypothesis: 
H8. The perceived strategic value of SNS has a positive and significant effect on the intention to use Web 2.0 tools.
Following the assumptions explained in the previous section, we obtain an initial model (Figure 1 ) which tries to explain the adoption of Web 2.0 tools by firms. Specifically, it is a TAM model that we have added the perceived strategic value variable. 
Methodology
In order to evaluate the adoption of Web 2.0 tools by companies, we developed an online questionnaire for data collection. Companies were contacted by phone calls aiming at informing companies of the study and asking for their cooperation. The participants were marketing managers The study population consists of large (more than 250 employees, more than 50 million Euros of sales), medium (between 50 and 250 employees, between 10 and 50 million Euros of sales), and small (less than 50 employees, less than 10 million Euros of sales) companies from the Spanish retail sector (NACE2, 47). To select the companies that meet these requirements, we made use of the AMADEUS database edited by Bureau Van Dijk, which contains financial information on over 10 million public and private companies in 41 countries. Finally, we have obtained a sample of 90 companies, among them are companies using and not using Web 2.0 tools. Specifically, 29.2% of companies surveyed are large, 27% are medium, and 43.8% are small. Most of the sample is small and medium enterprises (SME), as in the Spanish population.
The constructs used in our study were adapted from previous studies and measured by multiple items five-point Likert-type scales, with the exception of use construct (Table 1) .
Results
A structural equation modeling (SEM), specifically partial least squares (PLS), is proposed to assess the measurement and structural model. We have used this technique because it is more appropriate for exploratory research and studies with small sample sizes [28] , and because the PLS algorithm shows greater convergence in its simplicity, offering fewer restrictions on the sample size and data normality [9] . In addition, [60] note that PLS is more appropriate when the number of observations is below 250, as in our case. SmartPLS 2.0 software was used to analyze the data [61] . The stability of the estimates was tested via a bootstrap re-sampling procedure (500 sub-samples).
A PLS model is analyzed in two stages: First, the assessment of the reliability and validity of the measurement model, and second, the assessment of the structural model [1] .
Reliability and Validity Assessment
To evaluate the adequacy of the instrument, this research fulfilled the criteria of internal reliability, convergent validity and discriminant validity. Table 2 displays the analysis results of reliability and convergent validity. The Cronbach's alpha and composite reliability (CR) ensure the reliability of scales. Ranging from 0.9106 to 0.9772, all Cronbach's alpha scores in this study were above the recommended value of 0.7 for scale robustness [55] . Composite reliabilities in the proposed model ranged from 0.9240 to 0.9887 and exceeded the threshold of 0.7 recommended by [55] . Moreover, Average Variance Extracted (AVE) was also calculated for each construct, resulting in AVEs greater than 0.5 [29] . Therefore, the six scales demonstrate acceptable levels of reliability. 
Ítems Source
Perceived Usefulness PU1 I think that using the Social Media improves job quality [16] - [18] , [49] , [71] , [75] PU2 I think that using the Social Media increases productivity PU3 I think that using the Social Media enhances our effectiveness on the job PU4 I think that the Social Media are useful in my job PU5
Using Social Media raises our chances to increase our profits PU6 I think that the advantages of using the Social Media outweighs the disadvantages PU7
Overall, I think that using the Social Media is advantageous to our company PU8 I think that using Social Media enables us to access a lot of information PU9 I think that using the Social Media provides us with information that help us make better decisions
Perceived Ease of Use
PEOU1 I think that learning to work with the Social Media is easy [16] - [18] PEOU2 I think that it is easy to get the Social Media do what we want it to do PEOU3 I think that interacting with the Social Media is clear and understandable PEOU4 I think that it is easy for us to become skillful at using the Social Media PEOU5 I think that it is possible to use the Social Media without expert help PEOU6 Overall, I think that Social Media are easy to use Attitude A1 I think that using the Social Media is a good idea [16] - [18] , [25] , [53] A2 I think that using the Social Media is a wise idea A3 I think that using the Social Media is a positive idea A4 I like the idea of using the Social Media
Intention to Use

IU1
It is probable that I will use or continue using the Social Media Improve communication within the organization PSV10 Improve the productivity of managers PSV11 Support strategic decisions of managers PSV12 Provide information for strategic decisions Content validity is a characteristic of items that are representative and drawn from an established literature [15] . All the items included in the scales have been analyzed in the academic literature on Internet and for this reason we consider that content validity is ensured [29] . Although due the lack of valid scales adapted to Web 2.0 adoption, it was necessary to adapt the initial scales (Table 1) .
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Carlota Lorenzo Romero María-del-Carmen Alarcón-del-Amo Efthymios Constantinides Determinants of Use of Social Media Tools in Retailing Sector Convergent validity is verified by analyzing the factor loadings and their significance. The individual item loadings in our model are higher than 0.6 [2] , and the average of the item-to-factor loadings are higher than 0.7 [33] . Also, we have checked the significance of the loadings with a re-sampling procedure (500 sub-samples) for obtaining tstatistic values. They are all significant (p<.001). This finding provides evidence supporting the convergent validity of the indicators [1] .
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Discriminant validity indicates the extent to which a given construct is different from other latent variables. This research adopted [29] criteria of discriminant validity to examine whether the square root of the AVE for each construct exceeds the correlation shared between the construct and other constructs in the model. As shown in Table 3 , all diagonal values exceeded the inter-construct correlations, thereby demonstrating adequate discriminant validity of all constructs. Figure 2 shows a synthesis of the results obtained. Consistent with [8] , bootstrapping (500 re-samples) was used to generate t-values. Support for each general hypothesis can be determined by examining the sign and statistical significance of the t-values. To assess the predictive ability of the structural model we followed the approach proposed by [21] that the R 2 value (variance accounted for) of each of the dependent constructs exceed the 0.1 value. Table 4 shows that the R 2 values in the dependent variables are higher than the critical level mentioned. Another test applied was the Stone-Geisser test of predictive relevance (Q 2 ). This test can be used as an additional assessment of model fit in PLS analysis [68] , [30] . Models with Q 2 greater than zero are considered to have predictive relevance [8] . In our case Q 2 is positive for all predicted variables.
Structural model
The attitude was found to be an important and direct influence of the intention to use Social Media as marketing tools (β=0.4931, p<0.01). Therefore H1 is accepted. This fact indicates that the personal attitudes of marketing executives can explain the different degree of intention to adopt Social Media as marketing tools.
The results confirm the central role played by the perceived ease of use of Web 2.0 in the process of its adoption as a business tool. So we can see how this variable has significant impacts on attitude toward the use of Web 2.0 tools (β=0.3442, p<0.01) and perceived usefulness (β=0.4125, p<0.01) Therefore H2 and H3 are supported.
The results confirm also the (somehow weaker) yet clear relation between the perceived ease of use and intention to use (β=0.1514, p<0.01). In that respect H4 is accepted. Perceived ease of use can be therefore by itself an important motive for businesses to adopt Social Media as marketing tool.
The results confirm that the intention to use has significant impacts on the final use of these Web 2.0 tools (β=0.4288, p> 0.01). H5 is therefore accepted. That means that for all intents and purposes managerial intention to use Social Media as marketing tools are very important for the adoption of these strategies and therefore it is important that The perceived usefulness influences has a strong and direct effect on the attitude (β=0.5582, p<0.01), therefore H6 is accepted. The finding is in line with earlier findings on the adoption of information systems but in this case (as also in the previous hypotheses) the issue is the adoption of a strategy.
The results do not indicate a substantial direct effect between perceived usefulness and intention to use (β=0.1067, p>0.05), therefore H7 is rejected. The effect of perceived usefulness on the intention to use is indirect, through the impact on the attitudes (H2).
The research also shows how the perceived strategic value of Web 2.0 has a central role in their willingness to become users of these tools, to verify the influence of this variable on the intention to use (β=0.2679, p<0.01). Therefore H8 is accepted. This finding indicated that businesses with clear strategic objectives oriented to efficiency, profitability, customer service and productivity increase are likely to identify the need for engaging Social Media as marketing tools and implement this as well.
The above results indicate that the TAM was to a large extend confirmed as valid to model the determinants of the adoption of Social Media as business tool.
Conclusions
The TAM is usually testing the adoption process of technologies but in this case the aptitude of TAM in explaining the adoption of a business strategy was tested. The results of this research demonstrate that it is possible the extension of the TAM to explain the adoption of Web 2.0 applications (Social Media) as a business tool.
The direct influence of perceived ease of use on the intention to use, and indirectly through changes in the attitude component of the TAM model, and its influence on perceived usefulness, highlights the central role of the fact that an individual perceives the Social Media as an instrument which is no complex to use as a business tool in the adoption. The relevance of this variable has been the focus of extensive research in the field of usability, navigability and interactivity. The functionality of a website design will determine significantly both user perceptions and behaviors.
TAM models have always viewed technology from a utilitarian perspective, that is, a technology will be used in the extent to which a person believes will serve to improve his/her performance in a particular activity [16] . This result has not been fully confirmed in this study if one considers the role of perceived usefulness in the model; in this study this variable has an indirect effect on the intention to use through attitude, but not supported the hypothesis that suggests this direct relationship.
The practical implications of this study are that the Social Media as marketing strategy are viewed in the field in a very positive way. The perception of most managers is that adoption of Social Media (which most of them are using privately as well) as part of their strategy will yield many advantages for their organization. This attitude is quite interesting and should be further investigated; it seems that the attitude and the willingness to adopt and use the Social Media as business tools is facilitated by the fact that many of these managers are already private users of social media.
This assumption (if confirmed) can have several positive implications for businesses: these could see increasing productivity and effectiveness on the ground by the blurring of the border between use of technology for private and business purposes. Recent findings confirm such a trend. According to a recently released report by [34] the use of managers' personal consumer devices and even personal data for work is a practice that gains popularity in the workplace. In this study was even found that 36% of the managers do not worry about the organization's IT policies and use the technologies they need for their work while 45% of them even believe that their personal hardware devices and software applications are more useful than the ones provided by work.
Limitations and Future Research Lines
One of the limitations of the study is the size of our sample and the fact that the study took place in one country, Spain. This means that one has to be cautious when extrapolating the results of the study. Moreover, TAM model could be obsolete in the Social Media context due to the fact that new technologies have improved quickly. The use of an Extended TAM could minimize this limitation. Nevertheless, this aspect should be taken into account as limitation in this research. Since the purpose of this study was explorative and the main purpose was to test the ability of the TAM to explain a (technology-based) business strategy, this study must be seen as a basis for future research in more countries or market.
As to issues for future research one interesting domain is the identification of the relation between the private use of certain technologies like Social Media and the intention to use and finally adopt these technologies for business
